The Tea Party, a movement which brought together a number of disparate groups, some new, some established, utilized participation branding where the consumer attributed the movement its own identity and brand. Its consumer facing approach, lack of one single leader and lack of a detailed party platform, in combination with its impact on the 2010 election races in America, earmarks it as a contemporary and unconventional brand phenomenon worthy of investigation.
Introduction
Political marketing is underpinned by a range of debates about how and why voters are drawn towards political movements and the role they play in the creation and dissemination of brand identity. This paper explores the emergence of a contemporary political movement, the Tea Party, which was established as a fissure of the Republican party in the United States, and poses questions about the dynamics of consumer led brand movements in modern politics (Vogel, 2010) . In approaching the We consider firstly the current understanding of political parties as brands with features which earmark the integration of branding with marketing attributes.
Thereafter we consider the political brand from the consumer oriented perspective. A challenge in looking at this type of movement, which appears to confront orthodox party positions in a meaningful manner, is that it lacks some of the core facets commonly identified with the attributes of party membership structure and political marketing. We address how and why the Tea Party has demonstrated strength in marketing itself across the short-term and has been able to promote itself as a brand offering a viable influence upon a broader Republican party brand. The use of populist rhetoric, social media, talk radio and peer-peer communication, initially in what appeared to be an uncoordinated form, suggests there still exists the opportunity, in an age of advertising agencies, market research and political consultants, to brand political movements from the grassroots up and to exploit and use brand identities as initiated by the consumer.
Branding
Branding has seen a considerable shift in its application as an instrument of political importance and in its relevance to politics in recent years. Market saturation, media fragmentation and brand savvy consumers have instigated a move from providing image-based differences between brands, to the promise of lifestyle enhancing experiences with a mutual benefit for producer and consumer. According to Klein (2001, 30 ) the purpose of branding is to nudge the hosting culture into the background and make the brand the star, 'it is not to sponsor culture but to be the culture'. This correlates well with the emergence of the Tea Party as a movement which sought to harbour a disaffected Republican right and create a new brand, which gave a vent for the identity of those consumers who no longer felt appropriately recognised by Republican thought in the aftermath of the 2008 presidential election defeat. Similarly, alienation from Obama's Democrat brand of 'Hope' and 'Change' brought disillusionment about the path the country was following and the possibility of the fulfilment of Obama's political mandate within a term of office. Holt (2002) perceives the development of branding as establishing a legitimate value proposition to the consumer. Highlighting the significance of brand value, Aaker (1996, 68) suggests that generating a value proposition with functional or emotional benefits is key to establishing a relationship between the brand and the consumer. These benefits must then be communicated or sold to the consumer with evidence of their material, social or emotional worth. As identified by Levine et al. (2009) (Duffy 2003, 17) . With the Tea Party the producer was in large part the consumer, giving a duality of satisfaction about being influential in the emotional creation of a brand identity, and at the same time being the consumer of that very same product. There were tangible and immediate rewards related to production and engagement, with a brand that was not entirely linked to electoral success or timetables.
In their investigation of brand personality, de Chernatony and McDonald (2007) demonstrate that consumers look to brands not only for what they can do, but also, as intimated by consumer tribe theory, to help say something about themselves to their peer groups. This is supported by Clifton (2009, 45) who asserts that brands 'are the promise of something', which can alter interpretations of the social and political position of the consumer.
Political branding
The process of branding lends itself to the political arena and the branding of political parties and movements. Scammell (2007) considered how the utilization of brands and brand identity provides a conceptual framework to establish links between the functional and emotional attributes of political parties, enabling clarity with the positioning and communication of policy. Smith and French (2009) also support the theory of political parties as brands, having identified the means by which a political brand forms in consumers' memories and how, in order to be successful, the political brands must achieve meaningful connection, a sense of community and authenticity, whilst maintaining core brand values that are of relevance and use to voter-consumers. for political marketers might entail a focus on how value can be created for the votercitizen, instigating a voter-centric view of marketing. Cova and Cova (2002) discuss the emphasis on 'linking value' to reinforce bonds with consumers. This consumer facing approach to value is one of the core foundations of branding and is supported by Aaker and Joachimsthaler (2000) , Duffy and Hooper (2003) , Walvis (2010) and de Chernatony and McDonald (2007, 144) who identify the attributes of 'love and passion, self-concept connection, interdependence, commitment, intimacy, partner quality and nostalgic attachment' as necessary for a good brand relationship. These attributes for branding are reflected in the current thinking behind consumer tribes and can be accommodated within the political arena to highlight the potential for participation branding, and in this instance the creation of branding and political marketing with respect to the Tea Party.
Consumer tribes
Atkin (2004, 64) suggests that brands are becoming legitimate centres of community, supporting ideologies and providing venues for social interactivity.
'Mediated by modern forms of communication, brand communities have become a modern belonging phenomena, appropriate to contemporary demands'. Consumer tribe theory suggests that the most successful brands provide a foundation to community, they give consumers a voice and provide a sense of belonging which supports their identity. 'The building blocks of human social life are not to be found in abstract categories applied to the analysis of social life, but in the multiplicity of social groupings that we all participate in' (Cova et al. 2002, 5) . This is supported by Maffesoli (1996, 139) who suggests that the constitution of micro-groups or tribes arises as a result of a feeling of belonging, as a function of a specific ethic and within a framework of a communications network. Wipperfurth (2005, 143) classes the process of getting accepted into a brand tribe as being 'brandwashed' and alludes to the tribal aspects of cult brands as an 'us and them' mentality, creating a passionate solidarity among members.
The Tea Party: branding a grassroots political movement
Given the presence of many anti-establishment movements within the United States, including militia groups, minor party movements, libertarians and the politically disaffected, the sudden prominence of the Tea Party brand is of significance in an appreciation of how brand marketing works and how it contributes to the selling of a political product. The Tea Party has taken an innovative approach to political marketing and reflect the thinking of marketing theorists such as Maffesoli Controversy surrounds the movement, its importance, its impact, and its meaning in contemporary American politics. Yet it has become an important element in contemporary political discussion, replete with marketing tools, a membership drive, a broad mission statement and a clear influence on the fate of Republican party candidates during the 2010 congressional elections. It operates as an unaccountable force in politics, loosely organised, not putting up candidates of its own and acting in a form which suggests a duality of purpose, as an interest group designed to influence the Republican party brand, and as a brand in its own right. This has led to criticism about its overall marketing aims and long-term ambition. John Tantillo argues that the brand is not sufficiently underpinned by marketing to ensure that it has any guaranteed longevity. He states, '…if the Tea Party movement cannot convert its fervor into a marketing strategy with centralized discipline and structure then the movement is doomed…things are always easier when you keep marketing and branding in mind' (Tantillo, 2010) . This remains a potential weakness of the brand in comparison to establish political parties in their own right. The longevity of the Republican and Democratic brands in the United States, having seen off interest groups, third party movements and candidate centred movements suggests that the historical record sends powerful lessons about the ability of emergent brands to coexist in the political sphere. Nevertheless the movement appears to have gained significant short-term momentum, irrespective of its unconventional nature. The New York Times observed that the movement represented a 'sprawling rebellion, but running through it is a narrative of impending tyranny. This narrative permeates Tea
Party websites, Facebook pages, Twitter feeds and YouTube videos' (Barstow, 2010) .
Tribe Communication On-line Maffesoli (1996) in his work on tribes, highlights the importance of technological developments in the reinforcement of the feeling of tribal belonging.
The growth of the internet as a means of marketing communication has provided political movements with the opportunity to establish a meaningful discourse with the voter-consumer, and in this instance between the consumer and the identification of 
Market Positioning and Longevity
Atkin (2004, xix) describes a cult brand as 'a brand for which a group of customers exhibit a great devotion or dedication. Its ideology is distinctive and it has a well-defined and committed community. It enjoys exclusive devotion and its members often become voluntary advocates'. In theory, it would appear that adopting this approach would enable political movements to engage with current and potential supporters, involving them in both the creation and exercising of the brand experience.
This form of consumer empowerment would enable political movements to validate brand activity through increased levels of engagement, alleviating any doubts over the movements authenticity and integrity. This interpretation is supported by Bekin et al. In the absence of any one political leader to encapsulate the brand this bedrock of dedicated activists becomes all the more important. The emergence of the movement was an imagined grassroots rebellion, replete with historical precedence, elements of nostalgia and a loose coalition of highly motivated individuals. In part its brand became its identity as an anti-establishment force, railing against conventional political practice and the concept of the need for leadership, yet able to market itself effectively against more conventional political party machinery and marketing techniques. It must be acknowledged however, that with short-term populist gains, often experienced by consumer led brand exercises, there may be a lack of a longterm focus which can be detrimental to future stability. The lack of a concentrated and sustained market strategy can lead to a lack of direction, fragmentation and the erosion of group links. This dilemma with such a consumer facing approach is one that must be acknowledged to sustain the longevity of the brand strategy, and in part provides credence to Obama's view of the Tea Party as a short-term minor distraction.
Participation branding
Whilst traditional marketing typically utilises above-the-line methods for brand communication, a concept devised by Tjaco Walvis in Branding with Brains (2010) suggests that adopting a two way conversation instigates a relationship with the consumer that can lead to a stronger brand identity, an approach that appears to embrace both the consumer tribes philosophy and the emergent Tea Party movement.
His research has neuro-scientific underpinnings, demonstrating that participatory branding facilitates the process by which new brain cells are created and retained, improving the chance of a brand being remembered and meaningful.
He asserts that consumer interaction is necessary for branding to be truly successful, the mobilising of mass groups being essential when attempting to give a popular identity to a brand. To instigate consumers' participation in branding platforms you need to develop relationships, have consumers engaging in the brand whilst having meaningful exchanges. This consumer involvement can lead to the development of brand advocates, a form of influencer marketing. This is supported by Michel (1996) who developed the term 'prosumer'. He suggests consumers are not passive receptors and by enabling them, involving them in the brand, they are likely to show higher levels of satisfaction and ultimately, brand loyalty. was an emotive expression of identity among those on the disaffected right, an identity crisis that could be overcome by mobilizing from below rather than looking to a candidate to lead from above. In understanding why people joined the Tea Party movement, there was an identification between individuals who claimed to have undergone a 'profound private transformation' and were 'bracing for tyranny' (Barstow, 2010) . The mass meetings, internet forums and social use of the internet created an involved experience where the producers of the movement were also its prime consumers, and with the shock election win of Scott Brown in Massachusetts, the contribution that mobilization could bring gave tangible and immediate initial rewards (Powell, 2010) .
The Tea Party movement, branding and consumer tribes
Participation, and the motivation to participate and engage in the creation of a brand is evidently a key element in the legitimacy and credibility of brand identity.
Walvis ( 
Conclusion
Marketing as a discipline is evolving with an emphasis on the co-creation and co-existence of value, relationships and connectivity (Vargo & Lusch, 2004) . As a result, political parties are recognising the need to reflect and adapt to these changes, adopting new approaches and technologies into their marketing strategies. Although there has been a growth of marketing models in political contexts, there is still arguably a gap between the consumer-facing approach commercial organisations take as they encourage consumers to actively engage with them, and the marketing policies of political parties in most democracies, which are experiencing declining party membership (Mair & van Biezen, 2001 ).
While brand management is an important facet for political parties in the modern age, replete with political consultants and advertising agencies, consumer motivated brand creation offers an alternative contemporaneous example when evaluating political branding within the realm of political marketing (Smith and French 2009, 210-11) . The role of the consumer, at the heart of the brand process, allows an enhanced appreciation of the brand as an explanation of the generation and emotional value of a movement, as opposed to simply the label of a movement. It improves an understanding of brand identity and those who generate it, and the application of theory to the creation of the Tea Party gives a greater insight into modern American politics (Needham 2006, 179) . In many respects the Tea Party brand defies convention. It is a movement which gains support in opinion polls, and this in turn gives authenticity and legitimacy to the value of the brand for those who are instrumental in its creation. It has marketed itself as a political force in a period when party brands across the political spectrum lack contemporary resonance and are perceived as entrenched. In the absence of a sophisticated or centralised political marketing strategy the strength of the consumer created and led brand, with active participation, is significant in understanding the movement's success and resonance. It has created a niche market based on grass roots identification, reflecting a brand identity subject to individual interpretation and involvement. Each consumer has had, and through the web continues to have, the opportunity to contribute to the growth and development of that brand as a participator in a consumer tribe.
The future impact of the Tea Party remains unclear. Whether it can maintain a viable presence in a period when the economic downturn is abated is a core point in understanding its long-term viability as a political movement. In terms of marketing it has produced a brand which has enticed participants from a range of areas to identify strongly on common grounds. In the event of a changed environment whether the disparate groups will return to their initial consumer positions occupied before the Tea Party emerged will test the true emotional value of the brand. Nevertheless the success enjoyed by the Tea Party is instructive in shaping a new form of political brand, one which is devoid of a centralized strategy, one without an individual political leader, and one which in the absence of both is particularly difficult to nullify.
